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[bookmark: _Toc213406671]Introduction to New Look 
New Look is a UK-based fashion retailer that was founded in 1969 by Tom Singh, and it has developed into a strong force in both the brick and mortar and online retailing environment. New Look began as a single outlet in Taunton and in a brief period it grew into one of the most successful fashion outlets in the UK specializing in low-priced fashion apparel, shoes and accessories to its customers, both women, men and children (Fan et al., 2025). The company operates more than 400 stores in the UK and Ireland, as well as online via its mobile application and its website.
The target market of New Look is mainly the younger generation of adults and families with the trendy but rather affordable fashion being appreciated by the women between 16-35. Competition is high as a retailer since it has to compete against well-established high street brands as well as online-only retailers such as ASOS. Also, the recent emergence of e-commerce has transformed the retailing system and altered the consumer behaviour with consumers shifting towards online shopping citing its convenience.
Within recent years, the issue of heightened competition, the effects of the COVID-19 pandemic, and fluctuating consumer expectations have become rather a challenge to New Look (Romano et al., 2020). The pandemic has increased the number of customers on digital platforms and New Look has strived to keep up with this by supporting and upgrading its online service, synchronizing with digital technologies in the brick-and-mortar stores and experimented with omnichannel methods.
The continuous digital transformation being carried out by New Look is the reason why it should be included in this assessment. Focusing on bettering customer experience with technology and combining on- and offline purchasing, New Look has a distinct chance to use one of the frameworks, like the Innovation Ambition Matrix and Customer Journey Mapping, to determine the existing challenges and offer new innovative ideas to further digital development and customer satisfaction.
[bookmark: _Toc213406672]Key Consumer and Industry Trends and Data Affecting New Look 
[bookmark: _Toc213406673]Consumer Trends in Retail:
1. Omni-channel Retail: consumers in the modern world are coerced with uninterrupted unity in both offline and online shopping experiences. They presuppose the opportunity to do research about the product online, buy through mobile apps or web pages and make a purchase at the store. New Look, in its turn, has been developing its omnichannel strategy by allowing customers to check on the stock levels online, ordering it online and picking it up in-store to develop a more fluid customer experience (Lynch and Barnes, 2020).
2. Mobile Commerce and Personal Experiences: Due to the ubiquitous nature of smartphones, mobile commerce has developed substantially. The consumers are asking more personalized experiences, depending on the likes and previous purchases. New Look has already countered this by improving its mobile application with personalized product suggestions and using customer information to offer more personalized products.
3. Sustainability and Ethical Consumption: The consumers are becoming more conscious of the environment and would purchase brands that meet the ethical and sustainable practices. Fashion retailers are no exception, with New Look, among others, releasing more sustainable fashion collections, like eco-friendly apparel, and becoming more open in their sourcing activities.
4. COVID-19 Effect: COVID-19 only increased the movement towards online shopping and compelled numerous retailers to reconsider their organizational strategies. In the case of New Look, this was to increase the digital presence and concentrate on e-commerce as the most influential sales force (Rhee and Lee, 2021). The shutting of physical stores support the significance of solid online presence and resulted in investments in the development of its digital infrastructure.
[bookmark: _Toc213406674]Industry Trends:
1. Digitalization in Retail: The UK retail industry is adopting the digitalization trend that is introducing new technologies such as artificial intelligence (AI), virtual reality (VR), and augmented reality (AR) to improve in-store experiences. New Look has also started incorporating digital technologies in its outlets so that customers can do virtual try-ons and enhance the engagement with customers.
2. Data Analysis and Personalization: Retailers are moving towards more real-time data analytics to learn more about the consumer behavior and accordingly target the marketing. The mover of New Look is using data-driven approaches to provide more personalized experiences to customers and product suggestions to increase physical contact and purchases (Alexander and Kent, 2020).
3. Supply chain and Inventory Optimization: The supply chain management plays a vital role to retailers in the dynamic market environment. The emphasis on the enhancement of inventory systems and the introduction of real-time data tracking enables brands to act at a higher speed in the response to the demand of consumers. New Look has gone further to streamline its supply chain to satisfy the requirements of the customers, providing the goods when and where they are needed.
[bookmark: _Toc213406675]Implications for New Look:
These are the trends that directly affect the strategy of New Look. New Look simply tries to remain competitive by prioritizing omni-channel solutions, mobile commerce, sustainability, and taking advantage of more sophisticated digital tools (Neslin, 2022). The ability to deliver real time data analytics and customized marketing activities are the core to making sure the brand is up to the hype of the current customer by providing convenience, relevance and a smooth channel experience.
[bookmark: _Toc213406676]Part 1: Analysis of New Look’s Approach to Innovation 
[bookmark: _Toc213406677]Innovation Ambition Matrix:
The Innovation Ambition Matrix classifies the innovation activities of a company as three types being core, adjacent and transformational. This framework can be used by businesses to determine their level of innovations and where they require greater attention to improve.
1. Core Innovation:
Core innovation underlines the process of incremental changes to the current product and processes of a company. In the case of New Look, core innovations will work on improving its traditional business processes and make its offerings competitive in the changing retail landscape.
· The Physical Store becomes Digital: New Look has also been digitizing their physical stores to give customers a seamless shopping experience. By way of indications, it has fitted self-checkouts kiosks, electronic screens, and product interactive displays in the stores. These endeavours present the shopping process easier and more useful to the clients and employees and enhance interaction with customers.
· Mobile App Functionality: The New Look mobile application will be the core of digital transformation in the company. It also provides click-and-collect, whereby the customers can shop and collect in the physical store by making reservations online. There is also an option to use the app using the personalized suggestions depending on the history of the customers browsing and buying items, making it easier to discover products and make the shopping process more personal (Nikhashemi et al., 2021).
· Online-to-Offline Integration: The business of New Look in online and offline shopping involves integrating online and offline shopping, which is also an example of core innovation. Customers are able to monitor the availability of products online, so that they are available in their local stores. Purchasing can also be flexible and convenient since they can select among the variety of delivery services including home delivery or in-store pickup.
2. Adjacent Innovation:
Adjacent innovation is the innovation in the related fields that have something to do with the core business of the company, but is not the traditional offer. New Look is exploring new areas that add value to the customer experience and ensure that there is new growth avenue.
· AI-based Personal Shopping Assistants: One of the major related innovations that New Look can implement is the establishment of artificial intelligence (AI)-driven personal shopping assistants. These online helpers use customer information to provide a personalized product recommendation according to the history of the way, personal preferences, and season. This technology can be launched throughout the site, mobile application, and store kiosk of New Look through which the personalized shopping experience will be enriched through many platforms.
· Improved Customer Journey across Channels: New Look is enhancing the customer experience by making sure that the physical and virtual touchpoints are similar (Hoyer et al., 2020). Other functions such as cross-device continuity enable clients to begin shopping on a different device and pick up with it on the other without losing their preferences and choices. Incorporation of customer review and rating also improves the shopping experience through the aspect of social confirmation, hence developing trust of customers in the products of New Look.
3. Transformational Innovation:
Transformational innovation is an innovative type that involves radical long-term projects that alter the business model or the industry of a company. Such innovations might be disruptive and they can change consumer behavior and market forces fully.
· Virtual Reality (VR) Fitting Rooms: Virtual reality (VR) fitting rooms can be considered a possible transformational innovation that can be employed by New Look. In the case of VR technology, the customers will have an opportunity to virtually try on clothing without having to visit physical fitting rooms. Such innovation would lower the hassles involved in the olden days where one had to go to stores and physically touch and feel items hence, it could enable a customer to imagine how the clothing would fit them without physically feeling them on the body thereby enhancing customer satisfaction and lowering exposure to returns.
· Full Virtual Stores: With the ongoing rise in e-commerce New Look can consider the introduction of full immersive virtual stores. These stores would give the customer a 3D shopping experience whereby he or she could browse the products as in the physical store but in the virtual world (Chiu et al., 2021). This would not only improve the shopping experience but would enable New Look to attract more customers; particularly the online shopping consumers, who still desire a more engaging and theatre like experience.
· Sub-services: The New Look could also consider using a subscription service where users can be offered a unique set of clothes according to their needs and interests. As with the so-called stylist box model that is provided by the likes of Stitch Fix as well, New Look can provide thing sets which the customers will be able to put on in their homes, as an extra source of income, but also as an added layer of the customized experience.
[bookmark: _Toc213406678]Current Customer Journey Mapping:
Customer journey is the feedback that a customer experiences when approaching the New Look business, all the way to the after sales experience. An analysis of the journey would show the points where New Look has an advantage and where it can do better.
· Pre-purchase: Customer journey starts with the awareness created by the customer and may be via social media, online advertisement, or a word of mouth. Then customers proceed to exploration where they view the site or mobile app of New Look and choose the preferred products (Alimamy and Gnoth, 2022). The mobile application provides individualized suggestions that improve the browsing experience and resolves the issues related to customers in search of products that they have a high likelihood of buying. This would be a crucial step in attracting the attention of new clients and keeping the existing ones.
· Purchase: After a customer has chosen products, he/she will be able to make a purchase using online checkout, the application or in-store. The online to offline integration helps the customers in New Look shop locate the products they want in their nearby location or have an option of having them delivered to their house or picking them in the store to give them the flexibility and convenience to shop. Moreover, New Look has a mobile application that allows fast and convenient buying, which stimulates the urge to impulse buying.
· Post-purchase: This is the stage the customer has a post-purchase after making a purchase. New Look has competitive customer services on its app, such as tracking their orders, simple returns, and a loyalty system that offers all-time rewards to the frequent shopper like discounts and exclusive deals. Customer feedback loops are another strategy employed by New Look where surveys and ratings are implemented to enhance its products and measure customer satisfaction.
[bookmark: _Toc213406679]Identifying Pain and Gain Points:
· Pain Points:
· Physical stores: Long queues: Trying to checkout during peak hours in physical stores, the customers may have to wait.
· Website navigation problems: There are some reports by some users who have had problems locating certain items in the New Look site because of the layout on the site and search mechanism (Hilken et al., 2021).
· Absence of customized recommendations: Although the application has a few personalized features, the recommendation should be customized further, extending the customer experience.
· Gain Points:
· Ease of use of the application: The app offers simple and streamlined commerce with customized suggestions regarding selling products and enhances convenience.
· Checking in-store availability: Customers have an opportunity to check the availability of products and visit the outlet saving their time.
· Intense focus on the delivery service: The business that includes the numerous delivery services including the express home delivery and the click-and-collect at New Look make shopping experience more effective.
[bookmark: _Toc213406680]Opportunities for Digital Innovation:
New Look has various digital innovation opportunities to adopt to improve customer experience. The shopping journey can be enhanced by ensuring better online-to-offline accuracy, the mobile application experience, more individual shopping experiences, and automation of customer service (e.g. chatbots). These innovations would assist New Look in fulfilling the needs of the current technology-focused and experience-driven customers.
[bookmark: _Toc213406681]Part 2: Proposed Digital Transformation Initiative 
[bookmark: _Toc213406682]The Proposed Initiative:
In order to overcome the challenges identified in Part 1, New Look must implement a platform of digital customer experience which will incorporate AI, personalized shopping, and fluid omnichannel experience (Cocco and Demoulin, 2022). Such an initiative would equip New Look with the means of making shopping experience more personal, efficient and interesting by incorporating both online and in-store experiences.
The suggested solution includes the deployment of a customized shopping assistant application that will allow customers to plan, trace, and coordinate their shopping experience in both the physical and the digital touchpoints. This application would combine individual product suggestions, augmented reality (AR) try-ons, and convenient checkout to make it an all-encompassing customer experience. The application would allow the customers to engage with New Look in various forms and offer them tailored interactive experiences.
Key Features:
1. AI-driven Personalization:
The application would have high order of data analytics that are used to track customers in both online and offline instances providing them with recommendations of both what products and offerings that would suit their tastes as per the choice (Halibas et al., 2023). The app could make very specific recommendations by studying the browsing history, history of purchase, and even external influence (seasonality or place) so that the customers get very relevant shopping experiences. As an example, when a customer is known to purchase casual wear more often than not, the app can send them recommendations on the best styles or offers regarding the topics to which they are most suited, and therefore, they can have a more interactive experience. This would enhance customer retention, create conversions and customer loyalty.
2. Augmented Reality (AR):
The incorporation of the AR technology into the app would enable customers to virtually experience the use of the garments and other accessories before buying them. The customers had access to visualization of the outlook of various products, like jackets or shoes, using their smartphone camera (Thaichon et al., 2023). This would make the online shopping interactive and contribute to less uncertainty that many customers have when shopping clothes online, resulting in fewer returns and customer satisfaction. The AR feature might also apply to the brick-and-mortar stores during which the customer may be able to virtually test the products and then test each on the hands to better the in-store experience.
3. Seamless Checkout:
The digital platform would include a centralized payment system, whereby customers are able to carry different payment mechanisms such as online platform, mobile platform, and in-store payment platforms. The app may consist of mobile wallets (Apple Pay or Google Pay), and contactless payments, as well as in-app safe payments. This will give the customers a hassle-free and quick check-out process at all times irrespective of their engagement with New Look. Moreover, the application may store payer information of customers encrypting it so as to make it fast to pay again customers, which will decrease cart deterrence.
4. Click-and-Collect & Return Integration:
The online store would enable the customers to order products online and collect them in their local store through a click-and-collect system (Wedel et al., 2020). The app may provide real time availability of products in the local stores leading to less wastage of time. Moreover, the process of returning and exchanging would also be made easier, as customers will be able to return the items purchased online to any physical stores and the other way around. Such flexibility will make the customers more confident in their purchasing choices as well as generate Happiness of returning business.
Targeted Customer Journey Improvements:
1. Pre-purchase:
The app would allow customers to interact with AI-based product suggested and tailored promotions before purchasing a product. With new Look providing specifications given the customer preference and previous purchase, they can give direction through specifications to customers on the products they are likely to be interested in. The application may inform the customer of deals or new visitors based on their interests, which would make them stay interested in the brand before entering the store or order online.
2. Purchase:
The combination of AR and AI would be incorporated during the purchasing stage and help customers see how the products fit onto them and make more effective decisions. The app would lead them to nearest stores where they are in stock with their desired products or recommend the alternate products in case they do not find the products they want (Vaidyanathan and Henningsson, 2022). As well, a smooth checkout system on all online, app, and store platforms, would improve the purchasing experience by providing customers with the freedom to do transactions how they please.
3. Post-purchase:
Once a purchase is made, the application would have the customer’s feedback and reward their purchases with the loyalty program according to their history. The clients were able to earn points with every purchase and redeem them to discounts and special offers. Moreover, the application may make the returns easier, as one can easily make returns or swap products on the application. New Look would be able to establish a chain reaction of customer interactions by simplifying the after-sale service, thus resulting in enhanced customer loyalty and retention in the long term.
[bookmark: _Toc213406683]Impact on the Organization:
1. Customer Engagement:
The suggested platform would enhance customer interaction greatly due to availability of very personalized, efficient and interactive shopping experience. Offering personalized recommendations, a fun AR try-on service, and a hassle-free shopping process would make New Look establish more meaningful relationships with its customers, improving their entire experience and making them more satisfied.
2. Sales Growth:
The platform would promote a higher sales growth because it would provide personalized recommendations and engaging experience through the omnichannel presented in a seamless, easy to use way. Individualized offers would influence customers to purchase more and the AR feature will motivate increased frequency of purchase as it will decrease reluctance to purchase. The more customers experience a personalized shopping process, the higher the chances of purchasing more than one product or returning to New Look in order to meet their needs in future.
3. Operational Efficiency:
A combination of online and offline data integration, simplification of the inventory, and customer service would enhance the work of New Look. The fact that the platform could take care of customer orders and shipments without any hustle as well as the real-time inventory data would cut down on the number of employee’s in-store and warehouse employees work, as they could be engaged in other value-related activities (Alam et al., 2021).
4. Customer Loyalty and Retention:
Customer loyalty and higher retention rates would be generated by the personalized experience with loyalty reward and easy returns. The consistent creation of value to the customers, be it through customized product recommendations or incentives to repeat-customers would mean that New Look would develop long-term customer relationships and hence better lifetime value.
[bookmark: _Toc213406684]Measuring Impact and Success:
As the measures to evaluate the digital transformation, New Look should monitor the following Key Performance Indicators (KPIs):
1. Customer Satisfaction: This would be measured through surveys or Net Promoter Score (NPS), which would estimate the general satisfaction with the app and functionality of the app (Othman and Zeebaree, 2025).
2. Conversion Rates: The percentage of users that purchase after dealing with personalized recommendations or trying on the AR feature.
3. Average Transaction Value: Dynamometer of the result of the use of personalized suggestions and offers, to whether they result in bigger orders and greater spend per customer (Zimmermann et al., 2022).
4. Retention Rates: To measure success of loyalty programs in generating customer return rates, and keep track of repeat purchases via the app or store.
5. Operational Metrics: These are delivery times, returns rate and inventory turnover which entails operational improvements that the integrated platform has facilitated.
By observing these KPIs and making improvements over time, New Look will be able to effectively keep tracking of the impact digital transformation initiative has on its business.
[bookmark: _Toc213406685]Conclusion 
New Look strategy with regard to its customer experience and innovation presents some considerable challenges as it is examined. They are personalization dents, the further wish to have more movable online-offline relations, and the inventory management and refunds dents. Although New Look has taken considerable steps towards its digital undertakings, there remains potential to achieve further progress and especially the more customized, enjoyable and effective shopping experiences among the customers.
These issues are tackled in the proposed digital transformation program that revolves around the idea of a personal assistant application in shopping. Such an initiative would be a major boost to the customer experience as it would combine AI-based customization, augmented reality (AR) try-ons, and a centralized checkout platform. It would help in a more integrated and interactive process online and in the physical channels and help New Look to gain more customer insights and efficiencies in operations. Additionally, the introduction of the click-and-collect and simplified returns would be adding the convenience to the customers and optimizing operations.
Final Recommendation:
To remain relevant in an ever-changing retailing world, New Look needs to keep on making investments in digital innovation. With the growing trend of the consumer turning towards more personalized, technology-oriented experiences, it is expected that adopting AI, AR, and inclusion of omnichannels will play a critical role in fulfilling the expectations of the consumer (Shi et al., 2020). The initiative described will provide a visage into customer satisfaction, customer loyalty and sales increase, which will in turn assist New Look to remain a top fashion retailer.
New Look can respond better to the dynamics in the market environment, increase customer engagement, and eventually reach short- and long-term success after implementing this digital transformation initiative. New Look will also be investing in digital solutions that will not only serve the requirements of the consumer but it will also future-proof the business model in a fiercely competitive and digital-first world.
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